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Two studies examine the identity salience construct in a judgment formation context. Study one manipulates identity salience by heightening the self-importance of a consumer social identity; resulting in systematic changes in purchase intent of an identity relevant product. A second study shows that judgments of identity relevant stimuli are a function of exposure to an identity cue and the consumer's measured self-importance associated with the identity, particularly when the identity is diagnostic to the judgment. These results are discussed in terms of how they extend prior work on social identity, product preference formation and attitude change.
athlete might carry more personal meaning than consumer B (Kleine, Kleine and Kernan 1993) .
The fact that this identity is much more engulfing to consumer A may lead to a higher likelihood that many of consumer A's attitudes will be based on the athlete aspect of consumer A's social identity (Reed 2000) . Therefore, it is quite reasonable to argue that, to the extent that a particular social identity is relevant to evaluating a brand, making that identity more salient by heightening the self-importance of the identity in question is likely to increase the weight that identity relevant information is given in evaluating the brand.
The priming literature supports the premise that contextual cues can increase the weight given to attributes in brand evaluation. However, that does not necessarily mean that the evaluation is enhanced (cf. Wheeler and Petty 2001) . Even if a social identity is made salient through direction of self-important thoughts about the social identity, it might not be a basis for a favorable judgment. The social identity must be relevant to the object that is to be evaluated. For example, self-image congruence models have suggested that a consumer is likely to be attracted to a brand, product (Malhotra 1988) or retail environment (Sirgy, Grewal and Mangleburg 2000) to the extent that there is a cognitive match between positive value-expressive attributes and the consumer's self-concept. The aforementioned theoretical arguments suggest an interaction between identity salience triggered by the self-importance of a particular social identity and the relevance of the object to be evaluated: H1: When a social identity is perceived as more (less) self-important, higher (lower) evaluations of an object relevant (object irrelevant) focal stimulus will be observed when the message is framed to appeal to the identity in question.
The Interactive Effects of Identity Cues, Self-Importance and Diagnosticity Information may take on more or less perceived identity-relevance to the extent that the corresponding identity is salient. Again, however, this does not necessarily mean that the information will become more persuasive. Much depends on the relative cogency of the identity implications in the information (compared to the non-identity implications). For example, suppose a consumer's political identity (e.g., Democrat) is highly salient (e.g., the consumer is attending a political rally) at the time an attitude toward an identity relevant object is called for (e.g., the consumer is asked to assess and sign a petition against estate taxes). The identity cue (in this case a situational cue), the self-importance of her political identity as well as the relevance of the petition to be evaluated are all likely to interact through identity salience to affect her judgment. However, suppose that the consumer is asked to either judge the persuasiveness of the estate tax, or judge the readability of the real estate tax petition itself. The first judgment may be highly diagnostic to her Democrat identity (i.e., a clear norm might existcf. Kallgren, Reno, and Cialdini 2000) in which case the identity salience of her political identity is likely to affect the response. The second judgment (readability of the petition) may be less diagnostic to her political identity, somewhat minimizing the effect of her political identity's salience on her subsequent judgment. This is important because another possible impact of a salient social identity could be to change the degree to which ambiguous information is interpreted in identity-relevant terms. Hence, the process of forming an identity based judgment may be driven by several factors: if when a judgment is formed, the social identity is salient -i.e., the consumer is thinking about herself as being that kind of person (Forehand, et. al 2002) , selfimportant -i.e., the consumer strongly identifies with that social identity), relevant to the object to be evaluated -i.e., is functionally linked to the object (Shavitt, Lowrey and Han 1992) and provides a basis to respond -i.e., gives meaningful evaluative direction for the consumer (Feldman and Lynch 1988) , then there is an increased likelihood that the judgment will be generated on the basis of social identification:
H2:
The self-importance of a social identity will be more (less) correlated with diagnostic (nondiagnostic) judgments of an identity relevant (irrelevant) stimulus when identity salience is (not) triggered by exposure to an identity cue.
STUDY ONE
The purpose of study one was to test hypothesis 1 by experimentally demonstrating the effect of self-importance on consumer judgments of identity relevant stimuli. Participants expressed purchase intentions under two conditions. When a social identity was perceived as being relatively self-important and when the social identity was relevant to the object that was to be evaluated.
Participants and Experimental Design. Participants were randomly assigned to the cells of a 2 (Self-importance: High or low) x 2 (Object relevance: Relevant or Not relevant) fully crossed between subjects factorial design. The dependent measure was purchase likelihood for a focal product and purchase likelihood for two filler products.
Procedure. In the first task, participants completed a handwriting assessment study that investigated the link between consumer characteristics (e.g., being frugal) and handwriting style.
Participants were asked to give samples of their handwriting. As part of the cover-story, participants first wrote three neutral sentences in their natural handwriting style in order to provide a baseline. The cover story also stated that part of the research looked at whether what people wrote about was related to their handwriting style. Therefore, participants were instructed to write five independent statements concerning a particular topic. When participants provided their handwriting samples, they wrote about self-conceptions of their family social identity (Baldwin and Holmes 1987) . Identity salience via self-importance of participants' familial identity was manipulated as high (low) by having participants write about a particular selfimportant experience or event that emphasized the interdependent (independent) nature of their connectedness with their family (cf. Brewer and Gardner 1996) . Therefore, in the high-(low) self importance conditions, participants read the following directions:
We'd like you to write 5 independent statements --complete sentences in your usual handwriting style, i.e., cursive or not --each with about 10 to 15 words. The statements should convey some positive, deeply moving, emotionally involving thoughts and or sentiments that describe the commitment to your relationship with one or both of your parents. Concentrate on how you have maintained your family ties while also STRENGHTHENING the sense of connectedness as a member of your family (a sense of independence as an individual young adult).
After participants completed the first task and after a 10 minute delay, a different experimenter administered an ostensibly unrelated new product assessment study. Participants were asked to evaluate three different product concepts. The first product was a palm held interpersonal telecommunication device (e.g., palm pilot). The second and third products were filler products.
For the three products, participants were presented with a picture and description of the product.
The focal product (interpersonal telecommunication product) was manipulated to be object relevant to the social identity primed by the self importance manipulation in the first task by framing the interpersonal telecommunication product in terms of the family social identity (e.g., as in a product positioning strategy). In the object relevant to the family social identity condition, the focal product description included utilitarian features (e.g., calendar, address book, email) but with an emphasis on the product as a basis for staying connected to parents and family. The object not relevant condition was identical to the relevant condition except it did not mention a connection to family.
Predictions. For study one, a significant two-way interaction of design factors on purchase likelihood of the focal product was expected. Purchase intention (toward the focal product) should depend on whether a social identity is self-important. The particular social identity that is relevant to the stimulus to be evaluated combined with the heightened selfimportance of that social identity should increase the likelihood that the attitude object (new product concept) will be considered in terms of the particular social identity. There should be a higher likelihood that the evaluative content of the social identity should be the basis for forming a judgment to guide purchase intention-i.e., higher purchase intentions for the focal product.
Manipulation Checks. To check the self-importance manipulation, a separate pretest was run. Twenty seven (N=27) participants first completed the handwriting assessment study. After completing the handwriting task and after a ten minute waiting period, participants completed an ostensibly unrelated set of personality measures administered by a different experimenter. Buried in this packet of surveys were fifteen manipulation check items intended to assess the effectiveness of the self-importance manipulation (e.g., I strongly identify with my family, Being a member of my family often affects how I tend to view the world around me, etc). Items ranged from 1= Strongly disagree to 5=Strongly agree and four of the items were reverse coded. The fifteen manipulation check items were collapsed into one measure of self-importance (α =.78) and the means of the self-importance measure were calculated as a function of the low and high self-importance conditions. The averages in the low and high self-importance conditions were M lowselfimp =3.57 , M highselfimp =4.19, (F(1,25) = 29.58, p <.001) respectively, indicating that the selfimportance manipulation altered participants perceptions of the self-importance of their family identity.
Results. In the main study, one hundred and twenty one (N=121) participants from a southeastern university were randomly assigned to experimental treatments. An analysis of variance (ANOVA) tested the main effects and all possible higher order interactions of selfimportance of the family identity (low vs. high) and object relevance (relevant: framed in terms of features + family or not relevant : framed in terms of just features) on mean purchase likelihood for the focal product and the two filler products. Consistent with hypothesis one, for the focal product, main effects of self-importance, (F(1, 113)=11.30, p < .01, and object relevance, (F(1,113)=14.28, p <.01 were qualified by a significant two way interaction of selfimportance by object relevance (F(1,113)=4.33, p < .05). Participants' purchase likelihood of the focal product depended on whether the self-importance of their family identity was low or high and whether the focal product was framed in an identity-relevant or irrelevant fashion. Table one shows mean purchase likelihood of the focal product and the two filler products as a function of self importance and object relevance.
To better understand the nature of the two-way interaction, a planned contrast was conducted.
The key prediction is that the highest purchase likelihood should be observed when a social identity is self-important and identity-relevant. The responses of participants who had perceived their family social identity as being highly self-important and who evaluated an identity-relevant product were contrasted against the average responses of all other treatments. Also supportive of hypothesis 1, participants who perceived their family social identity to be self-important and who evaluated an identity-relevant product reported higher purchase likelihood (M= 5.33) than participants who had perceived their family social identity as being self-important, but did not evaluate an identity-relevant product (M=3.63), participants who did not perceive their family social identity as self-important but did evaluate an identity-relevant product (M=3.76) and participants who neither perceived their family social identity as self-important nor evaluated an identity-relevant product (M=3.28); F(1,119) = 30.76; p < .01).
Discussion of study one. The pattern of data in study one suggests that identity salience triggered when people see a particular aspect of their social identification as being relatively selfimportant results in a higher likelihood to favorably evaluate an identity-relevant object when the message is framed to appeal to the identity. This pattern was found for the focal product framed in terms of the salient identity, but not the filler products. Although, one may argue that the effect is the result of demand artifacts, there are several aspects that argue against that alternative explanation. Every attempt was made to minimize the perceived connection between the two tasks in the main study. Distinct cover-stories were carefully constructed for each task; the two tasks were separated in time, administered by different experimenters and consisted of aesthetically distinct stimulus materials. Moreover, when queried in post experimental inquiries, no participants indicated suspicion that the two tasks were related. Additionally, artifactual demand is less likely to be an alternative explanation for study 1 because a higher-order interaction was found (Shimp, Hyatt and Snyder 1991) making it difficult in a between subjects design for participants to calibrate responses to other non-observed experimental conditions. Self-Importance vs. Identity Salience. Although the self-importance of an identity may trigger identity salience, these two constructs are not the same. Self-importance is a relatively enduring association between an individual's sense of self and his or her social identity (cf. Deshpandé, et. al 1986) . Ident ity salience reflects the momentary activation of a particular social identity. Given the operationalization of self-importance in study 1; there might be two possible effects. It is possible that the manipulation of self-importance in study 1 also made the social identity differentially salient, leading to difficulty in distinguishing possible effects of salience and self-importance of participant's family identity on purchase likelihood for the product stimuli. A number of research studies have examined the impact of making an aspect of one's identity temporarily salient -e.g., when students are informed that a critical change is being considered for their university, their student identity is presumably made salient (Haugtvedt, Petty and Cacioppo 1992) . Hence, a consumer's social identity may be accessible in a certain decision situation to the extent that it is contextually 'salient,' or is chronically self-important to them. Since any manipulation of self-importance of a social identity is also likely to make that social identity salient, the absence of a manipulation check on salience (as in study 1) makes it harder to disentangle differential salience and chronic self-importance effects. Similarly, a strong association between a brand or product (as was probably created by using the framing manipulations) and an aspect of a social identity may make that identity more salient when the object is encountered in a decision (for example, ethnic food items on a menu may heighten ethnic salience when looking at the menu). An important extension of study 1 would involve simultaneous examination of both the effects of identity cues and the self-importance construct on identity salience, but with operationalizations that do not potentially confound the two construc ts.
STUDY TWO
The purpose of Study 2 is to test hypothesis 2. Moreover, study 2 is a partial replication of study 1, but goes beyond it by including several other aspects. To enhance generalizability, study 2 uses a different social identity, a different attitude object and a different sample (noncollege undergraduates). Additionally, rather than manipulate self-importance, study two measures self-importance in advance; (cf. Deshpandé and Stayman, 1994) allowing for the study to examine the effect of identity cues and self-importance constructs separately without confounding identity salience derived from exposure to identity cues with identity salience triggered by chronic self-importance.
Study 2 addresses the aforementioned issues by demonstrating the interactive effect of identity salience and the self-importance of a social identity coupled with exposure to identity cues in the context of diagnostic and non-diagnostic judgments (cf. Feldman and Lynch 1988) .
During the study, participants made judgments under three different conditions. After exposure to an identity cue, when the attitude object was relevant (not relevant) to the social identity and when the social identity in question was self-important. Finally, to more clearly distinguish different ial effects of identity cues and self-importance, the evaluative responses given toward the attitude object were either diagnostic or non-diagnostic judgments. More details follow.
Participants and Experimental Design. Participants were drawn from a samp le of 140 freshman and sophomore students, ages 14 to 16 at a southeastern high school. They participated as part of course credit. In study 2, the students were randomly assigned to the cells of a 2 (Salience: High or Low) x 2 (Object relevance: Relevant or Not relevant) between subjects factorial design. In addition, participants' identification (self-importance) with the social identity was included as a covariate.
Procedure. At time one; a pretest was conducted to determine various social identities for this particular sample.
Based on their open-ended responses to the prompt describe yourself, a list of various social identities was generated (cf. Rosenberg and Gara 1985) . Several weeks later at time two, a series of social identity scales was administered. These measured the selfimportance (i.e., whether participants identified with, admired and characterized themselves as being a person who holds the identity) of a subset of social identities generated at time one.
Based on a preliminary analysis of the data generated at time two and to avoid ceiling or floor effects, a social identity (described below) was chosen for use in the main study in which the distribution of self-importance scores was roughly uniformly distributed amongst participants.
Approximately two weeks later at time three, each participant was given a series of various surveys and research tasks. Buried within the tasks was a consumer web-page assessment study.
Participants were told that marketers often want to understand the potential persuasiveness of web page content. In order to understand how to create web page media that have the most impact, message content and web page design is often pre-tested on relevant populations.
Participants were told that this study would assess their perceptions regarding types of message content, types of web page content, web page ads and or products/services. Independent Variables. The self-generated social identity chosen from the pretest at time one and time two was "Future College Educated Leaders of America." Although the social identity chosen for this study represents an aspirational reference group for the sample, it is consistent with the work by Markus and Nurius (1987) who argued for how the existence of various "possible selves" reflects motivational aspects of specific hopes, fears, and fantasies (see also Hart, Fegley and Brengelman 1993) which through self-conceptions, can affect judgments.
Self-importance of the social identity consisted of the average of three items (α = .85). In a prior survey conducted at time two, participants were asked to indicate the extent to which future college educated leaders of America described them ranging from Does not describe (1) to Describes me perfectly (7), the extent to which they identified with that group ranging from Do not identify w/ group in any way (1) to Strongly identify with the group (7), and whether they admired the group ranging from Do not admire the group (1) to Really admire the group (7).
Appendix A shows the background informatio n participants read prior to the main study which exposed half the participants to an identity cue. In the main study conducted at time three, participants examined the target product/service of interest which was a Smithsonian Magazine Association membership. The participants saw an example of the Web page. Participants were then asked to take several seconds to inspect the web page. They were told to read all information carefully. Afterwards, participants read a description of the service that was depicted on the web page. Appendix A also shows the object relevance manipulation. The product was framed in terms of the social identity in question (object relevant) or in terms of strict utilitarian attributes-(object not relevant). After reviewing the information, participants rated the web page on various evaluative dimensions and then reported their attitude toward the Smithsonian Associate membership.
Dependent measures.
Participants were asked to rate the example web page on the following six dimensions: interestingness, readability, visual appeal, persuasiveness, comple xity, and design quality. Participants were also asked to rate the extent to which they felt favorable or unfavorable toward the Smithsonian Association membership, which ranged from unfavorable (1) to very favorable (7).
Predictions. Of the seven dependent measures that were chosen, three were expected to be highly diagnostic to the salient social identity: interestingness and persuasiveness of the web page as well as overall attitude toward the product depicted on the web page. The other four dimensions: readability, visual appeal, complexity and design quality of the web page are expected to be relatively less-diagnostic. Therefore, the self-importance of a social identity should interact with exposure to an identity cue to affect judgments of an object relevant stimulus-Smithsonian National Associate Membership framed in terms of the social identitybut should be relatively more positively correlated with dimensions that are diagnosticinterestingness, persuasiveness, attitude -than dimensions that are non-diagnostic-readability, visual appeal, complexity and design quality.
Manipulation Checks. A hold out sample was used to check both the salience and the object rele vance treatment ma nipulations. To check the salience manipulation, participants were asked to read the intro and background information to the Web page assessment study. They then answered several cover-story questions. One of the questions asked the participants to indicate at that particular moment, to what extent did the information make them think about their identity as a future college educated leader of America? The scale ranged from Did not make me think about it (1) to Made me really think about it (7). The difference across the high salience and low Results. The key effects tested in this study were the relationships between evaluative dimensions and the self-importance of the social identity in question. An analysis examined each of the six evaluative dimensions (interestingness, readability, visual appeal, persuasiveness, complexity, and design quality) and the participants' attitude toward joining the Smithsonian Associate membership. Self-importance of the social identity that was measured two weeks prior to the main study was included in the analysis as an independent continuous variable. Predictions were tested in an analysis of covariance (ANCOVA) including main effects of salience and object relevance and all possible two and three way interactions of self-importance, salience and object relevance. The analysis revealed a significant three-way interaction of self-importance x object relevance x salience (F(1, 90) = 18.84, p < .0001). The effect of self-importance of the social identity on participants' perceptions of the interestingness of the web page, depended on two things: whether the participant's social identity (future college educated leaders of America) was made salient via cue exposure and whether the object was relevant (message was framed in terms of the social identity or object features). Table 2 reports means and slope estimates for each evaluative dimension of the self-importance continuous variable in each treatment condition. Corresponding t values are in parenthesis.
---------------------Insert Table 2 about here ---------------------
The effect of self-importance of the social identity is related to the interestingness dimension only when the social identity is salient via cue exposure and when the attitude object is relevant to the social identity (i.e., when the message has been framed in terms of the social identity). So in the high salience and object relevant condition, every one-unit change in self-importance of the social identity results in a statistically significant, .62 positive unit change in perceptions of interestingness (t=6.95, p <.0001) of the web page. This is indirect evidence that self-importance of the social identity influences the judgment of this diagnostic evaluative response. As selfimportance of social identification increases, perceptions of the web page's interestingness also increase, particularly after exposure to an identity cue. According to hypothesis 2, the selfimportance should be more strongly related to evaluatively diagnostic dimensions. It should have less of an effect in determining perceptions of readability or visual appeal. Consistent with predictions, no effects were found to be significant on these dimensions (F's < 1). However, a significant two-way interaction was found of self-importance x salience for the persuasiveness dimension (F(1, 90) = 6.53, p < .0123). The effect of self-importance of the social identity on participants' perceptions of the persuasiveness of the web page depended on whether the participant's social identity was made salient through cue exposure. Similar to the interestingness dimension, the effect of self-importance is more strongly positively related to this relevant dimension whe n a social identity is salient. More specifically, in the low salience condition, every one unit change of self-importance results in a .483 unit change of persuasiveness (t=5.34, p<.0001) while in the high salience condition, every one unit change of self-importance results in a .729 unit change of persuasiveness (t=7. 23, p<.0001) . This is again, consistent with the notion that self-importance influences the formation of a diagnostic evaluative response. Unexpectedly, the analysis revealed a significant three-way interaction of self-importance x object relevance x salience for the complexity dimension (F(1, 90) = 4.19, p < .0435). The effect of self-importance of the social identity on participants' perceptions of the complexity of the web page depended on whether the participants' social identity was made salient via cue exposure, and the attitude object's relevance (i.e., the type of message that they were exposed to). More specifically, in the high salience condition, every one unit change of self-importance results in a weak, albeit significant .155 unit change of perceptions of complexity (t=1.81, p<.10). No significant interaction was observed between self-importance of the social identity and the design quality judgment (F < 1). After evaluating the web page on the six dimensions previously outlined, participants were asked to give their attitude (very unfavorable (1) to very favorable (7)) toward the Smithsonian Associate membership. An analysis revealed a significant two-way interaction of self-importance x object relevance for the attitude dimension (F (1, 90) = 30.84, p < .0001). The effect of self-importance on participants' attitude toward the Smithsonian membership depended on whether the message was framed in terms of the social identity (object relevant) or object attributes (object not relevant). The effect of self-importance of the social identity is related to attitudes toward the Smithsonian Associate membership only when the message is framed in terms of the social identity. In the low salience conditions, every one unit change of self-importance results in a .543 unit change in attitudes toward the Smithsonian membership (t=4.73, p<.0001) while in the high salience condition, every one unit change of self-importance results in a .6947 unit increase in favorable attitudes toward the Smithsonian membership (t=5.43, p<.0001). The effect of self-importance of the social identity in these two treatment conditions closely mirrors the pattern of results found for the persuasiveness dimension.
Discussion of study two. The results of study two provide additional preliminary evidence for differential salience and self-importance effects on identity relevant judgments. The selfimportance of the social identity positively co-varied with interestingness of the web page for participants who were led to form an attitude based on social identity and for whom the social identity was made salient through cue exposure. This effect was somewhat stronger for the persuasiveness dimension where an effect of self-importance of the social identity was found when social identity salience was high versus low. Although it was a much weaker effect statistically, the pattern of results for the complexity dimension somewhat mirrored the results for the interestingness dimension. This was not expected. However, an effect of self-importance of the social identity was also found for the attitude dimension as a function of object relevance. This pattern of slope effects was very similar to the results found for the persuasiveness dimension. In sum, self-importance was related to all the diagnostic judgments via its interaction with exposure to an identity cue, and the relevance of the attitude object. Self-importance was not related to three out of the four non-diagnostic dimensions. Therefore, in general, this study provides tentative evidence that the self-importance of social identification (more specifically, the potency of group identification as captured by the measured self-importance variable) can be related to the formation of judgments in conditions where conceptually, a consumer is more likely to be drawn to a salient social identity that provides a basis for a response (message framed in terms of social identity) on measures that are relatively more evaluatively diagnostic to the social identity.
GENERAL DISCUSSION
A consumer's sense of self is the sum total of his or her social identities, and at any given moment, a particular social identity can be activated by a variety of social, contextual, and individual difference factors (Forehand, et. al. 2001) . The two studies presented here suggest that this heightened salience combined with object relevance (i.e., when the particular social identity is relevant to the stimulus to be evaluated) should increase the likelihood that the object will be thought of in terms of the particular social identity, resulting in a favorable judgment if adopting the identity provides a favorable basis to respond to the object. Indeed, some products appear to relate functionally to consumers through a particular social identity they possess (cf. Shavitt, et. al 1992) . For example, Kleine, Kleine and Kernan (1993) demonstrated a strong positive relation between a consumer's social identity and the particular possessions that enable consumers to enact that identity. The authors also showed that the frequency with which behaviors are enacted in the service of some social identity is influenced by the importance of an identity to a consumer's self-structure (Kleine, et. al 1993, study 2) and feedback from others on how well the consumer is enacting the social identity (Laverie, Kleine and Kleine 2002) . These results suggest that products are attractive to the extent that they "fit" the consumer as part of a constellation (see Solomon 1983) of complementary products and "as a facilitating artifact for some identity that is important" (Kleine et. al 1993, p. 229) . Marketers can attempt to link consumer social identities to their product offerings, for example, a soft drink (e.g., Sprite ®) may attempt to position itself as the beverage of choice for some social identity of interest (e.g., Generation-X non-conformists); however, according to the empirical work in this article, consumers are more likely to adopt social identities that they consider to be self-important in terms of a basis for selfdefinition. Moreover, at any given moment, a consumer who strongly associates with an identity is more likely to have that identity activated than is a consumer who weakly associates with the social identity. For example, social identities that are personally significant, such as religious identification (Charters and Newcomb 1952) , racial or ethnic group membership (McGuire, McGuire, and Winton 1979) , etc., may be frequently activated and highly potent. The subsequent potency over time may produce chronic and predictable differences in a consumer's selfdefinitions. However, possessing a strong association with an identity need not necessitate its salience. Instead, identity salience is often elicited by factors, cues and situations external to the consumer. While it may be less difficult to elicit salience in a strong identifier, a strong identifier is not necessarily in a constant state of salience (Forehand, et. al, 2002) . However, as the two studies presented here suggest, self-importance should positively relate to the activation potential (i.e., identity salience) of a particular consumer social identity and should affect reactions to identity relevant marketing stimuli. Marketing communications that attempt to connect a brand to some social identity of interest must consider the extent to which a social identity is valued by consumers in its particular target market, and what aspects can be leveraged to increase perceptions of self-importance associated with the identity in question. Otherwise, marketing efforts that try to induce social identity based attitude and/or judgment formation toward brands and products will be ineffective. Although prior research has measured relatio nships between self-importance of ethnic identity in quasi-experimental contexts, (Stayman and Deshpandé 1989) as well as the correlation between self-importance and behaviorally relevant outcomes in cross-sectional surveys (Deshpandé et. al 1986; Kleine et. al 1993; Laverie, et al. 2002) , the current work (study 1) builds upon those articles by showing direct causal linkages between selfimportance of a social identity and differential processing of identity relevant stimuli in an experimental context. Correlational evidence presented here also suggests that salience derived from exposure to identity cues which activate self-important social identities are more likely to influence evaluative responses that are diagnostic to the social identity (cf. Feldman and Lynch 1988) . In other words, possessing a salient, self-important and object relevant social identity is particularly useful as a guide to judgments if it provides a person with a meaningful basis to respond to some stimulus. Consider a consumer who is evaluating a consideration set of shoe brands. Further suppose that the person's social identity (e.g., Urban Youth) is highly salient at the time an attitude is generated (e.g., the person is watching a program on Black Entertainment Television). Even if the consumer is evaluating a set of brands (e.g., Sketcher's, FUBU) that is clearly relevant to her self-important social identity, she may not be clear on which brand best embodies her Urban Youth identity. Her social identity in this case would be evaluatively nondiagnostic relative to evaluating the brands of shoes (cf. Feldman and Lynch 1988) . Her social identity as an Urban Youth, and the fact that there is no clear identity-related norm (cf. Kallgren, Reno and Cialdini 2000) provides her with an inadequate basis to respond to the object (i.e., in this example, choosing among the two brands). Hence, if a social identity is evaluatively diagnostic, there is an increased likelihood that the evaluative content linked to that social identity will influence the formation of a consumer attitude. Therefore, social identification may be salient, self-important and relevant to a product or brand; but may also leave the consumer unable to generate a judgment if that identity does not provide some direction with regard to how that type of person will or should respond.
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CONCLUSION
Recent research suggests that it may be important to examine which internal and external factors are likely to affect identity salience, and hence subsequent responses to identity relevant marketing stimuli (Forehand, et. al 2002) . This research attempts to provide additional evidence of the interplay of identity salience via identity cues and the self-importance of consumer social identities in determining responses to brands and produc ts that are designed or positioned to embody particular social identity oriented life-styles. Such an understanding is important in marketing because if a brand can connect to the consumer's social identity the consumer may feel that the brand is "part of me" (cf. Kleine, Kleine and Allen 1995) and cannot conceive of him or herself as whole without it (cf. Oliver 1999). In the object not relevant condition, the Smithsonian Association membership was described in terms of strict, utilitarian benefits (attributes):
"Why would you want to be a Smithsonian National Associate Member? Just think about the pros and cons! Being a Smithsonian National Associate Member has many advantages. For example, each member receives twelve total issues of the Smithsonian Magazine® at a special rate that has been discounted specifically for Association members. Twelve issues sent directly to your home or office. In addition to book, record and video discounts as well as other discounts at various museum shops, each member is also kept up to date on various notices of important events and intellectual activities going on in your area. Also, members of the Smithsonian National Association receive eligibility for specially designated travel programs, as well as free admission to a number of the country's best museums and other cultural events. All of these amazing features for just $26.00 for the entire year! Why don't you just weigh the costs and benefits! How can you lose?"
In the object relevant condition, the Smithsonian Association membership was described in terms of the social identity in question:
"Why would you want to be a Smithsonian National Associate Member? Just think about whom might be likely to possess such a membership? Think about the type of people 
